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GENERATION

ETPSETPS
TRAININGTRAINING



Today's Outline

Product development & marketing (1 hr)
Market demand & size
Understanding tourist types
Advertising to tourists

"Branding" exercise (1 hr)
Revenue generation (1 hr)

Ways to collect revenue
What to do with it

FIELD TRIP - afternoon
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Market Demand

1. What are the major attractions of your MPA?

2. How big is the market?
• How many tourists currently visit?
• How many might visit in the future?
• How many visit nearby areas?
• How many visit similar areas in other countries?
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Sources of information on market demand

Travel offices - local, regional, national, international
Look for trends: increases & decreases

How many tourists currently come to the area?
• hotel, campground occupancy
• event attendance
• local attraction attendance
• traffic data
• air, train, bus, ferry data
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Four classes of visits:

1. "Pass through”
On their way to somewhere else
Generally only stay overnight

2. Visiting family & friends
May stay a long time

3. Touring
spontaneous,  unplanned, “exploring”
Hop from place to place
May spend 1-3 nights in one place

4. Destination
picked the destination in advance
often use tour operators & advertising
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Understanding different types of tourists
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Different tourists want different things!ETPSETPS
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Who are the tourists currently coming to
visit your area?

Visitor surveys & other methods of gathering information

Information to look for:
Demographics - age, gender, education, nationality
Purpose of trip
Travel motivations
Experiences & knowledge sought
Services purchased
Travel behavior - group size, transport, etc.
Overall satisfaction
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Discussion: Who are your tourists?

What is your impression of the typical tourist in your area?
What has been your most memorable interaction with a tourist?
What is the most common type of tourist?
What is the most unusual type of tourist?
Who are the most knowledgeable tourists? The least?

Do you know where they are from, why they have come, what
they are looking for, and how much they spend?

Do you think your impressions are accurate?
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Understanding international tourists

Major sources of tourists for the ETPS:

From North America:
the United States & Canada

From Europe:
Germany, France, Italy, Spain, England

From nearby countries:
Honduras, Costa Rica, Guatemala, Panama

From Asia:
Japan, China
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Example: United States tourists

"Backpackers" - college students; limited income;
often cannot afford high fees, but love exciting
activities; often interested in volunteering

"Baby boomers" - spend more; stay in hotels & motels;
may take short trips (U.S. employers give very limited
vacation time); often take weekend trips

Mature tourists - take longer trips; market size is
increasing (as baby boomers age)

Specific interests:
• garden/botanical tours
• travel to learn or improve a sport or hobby
• volunteer tourism
• shopping
• cultural/historical
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Advertising: Where do tourists get
information?
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Crucial information sources for tourists:

1. Word-of-mouth from family & friends
2. Tour operators, tour agents, travel offices, & travel books
3. Internet - augments the other sources:

- "Internet word-of-mouth": Increasingly, tourists 
discover other tourists' websites of 
travel journals, photos, recommendations, etc.

- Internet contact with tour operators, etc.
- Direct contact with MPA websites - usually after

having heard of it on some other website.
4. Airline - particularly airline magazines read in flight
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Using the internetETPSETPS
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Volunteer tourism: Earthwatch

Earthwatch currently runs 20 South American tours for
“research volunteers”. Nine are in the Pantanal of Brazil
& just one is in the ETPS (Galapagos).
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Exercise: "Branding" your MPA

Goal: develop a distinctive & memorable image
of your MPA to use in advertising to tourists
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CERTIFICATIONS

What are voluntary initiatives?

Key elements:
• Commitment
• Content
• Cooperation
• Checking
• Communication
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Certification programs & ecolabelsETPSETPS
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Why certify?

Benefits - Environment, Government, Local Communities,
Businesses, and…Visitors
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Problem: Too many certifiers!ETPSETPS
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Solution: Consistent standards

STSC: Sustainable Tourism Stewardship Council

Ultimate goal:
STSC will “certify the certifiers” & develop consistent
standards for all member programs

Phase 1: STCNA (Sustainable Tourism Certification
Network of the Americas) - now in operation!
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Certifications available to ETPS members

• Best Management Practices for Sustainable
Tourism

• Sustainable Tourism Stewardship Council

• Mohonk Agreement

• Sustainable Tourism Certification Network of the
Americas

• Certification Programs Worldwide

• For Savvy Tour Operators

(See Rainforest Alliance for further information.)
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Case study: SmartVoyager, Galapagos

Lesson: reach out to small tour operators
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Case study: AustraliaETPSETPS
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Case study: ProarcaETPSETPS
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Case study: Costa RicaETPSETPS
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Case study: BioItza, Guatemala

BIOITZA COMMUNITY
• The only indigenous group

originaly from Peten
Guatemala.

• They live  by the Peten Itza
lake in the buffer zone of
the Maya Biosphere

• 80 families are the
beneficiaries

• The forest is their principal
cultural base
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Discussion: Certifying your MPA

Should your MPA join a certification program?
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REVENUE FROM TOURISMETPSETPS
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Income-generating mechanismsETPSETPS
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1. Entrance feesETPSETPS
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Entrance fees, continuedETPSETPS
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Entrance fees, continuedETPSETPS
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Setting fee levels

1. Willingness to pay
2. Comparison of fees at similar sites
3. Cover your costs

Remember... your goal is conservation
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Other sources of revenue:

• Admission fees
• User fees
• Licenses/permits - e.g. fishing
• Sales
• Concessions

Which methods does your MPA use?
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Considerations when collecting revenue

1. Cost/benefit - Will it be "worth it" for your MPA?

2. Quality - Charge the visitor a fair price for services offered

3. Safety for park staff who are collecting cash

4. Accounting
• Need to know exactly how much each activity produces
• Need transparency and clarity to avoid fund

mismanagement & retain public trust & support.
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Revenue distribution

How much of the revenue will be returned to the MPA?

• MPA staff will be more enthusiastic about collecting
revenue if some is returned to the MPA.

• It may be necessary to lobby government to earmark
a portion of revenue for the MPA.
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Conservation benefits of tourism revenue:

• Funding for biodiversity conservation projects
• Political justification for the protected area
• Economic alternatives for local people
• Constituency building
• Encourages private biodiversity conservation efforts
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Galapagos National ParkETPSETPS
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Islas del Golfo, MexicoETPSETPS
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Exercise: Revenue Plan for your MPAETPSETPS
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Review & next stepsETPSETPS
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